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     ABSTRACT 
 
ABSTRACT 
Outdoor advertising has a long history in the U.S..For security, property rights 
and other reasons, the government began to regulate outdoor advertisings. Since the 
20th century, the unlimited proliferation of outdoor advertisings caused public 
resentment, outdoor advertising was considered as some kind of "visual pollution."All 
levels of governments began to regulate outdoor advertising on the ground of 
aesthetics, which caused constitutional issues. This article focuses on the two latitudes 
of its constitutional issues: the constitutionality of purpose and the constitutionality of 
means.  
Besides preface and conslusion, this article is divided into four chapters:  
Chapter 1 introduces the main purposes of outdoor advertising regulation and the 
overview of outdoor advertising legislation. First, it introduces main purposes of 
outdoor advertising regulation, including property rights, security, aesthetics and other 
public interest; then, it hackles the four stages of development of outdoor advertising 
legislation.  
Chapter 2 analyzes the constitutionality of purposes of outdoor advertising 
regulation, hackling how the American courts has changed their attitude towards 
aesthetic regulation and its reasons. First, it discusses the subjectivity of aesthetic 
regulation; then, it hackles the changing process of the courts` attitude from rejection 
to acceptation of aesthetic regulation; finally, it discusses that the reason for this 
changing is the expansion of police power.  
Chapter 3 mainly discusses relations between outdoor advertising regulation and 
freedom of speech. First, it introduces some conflict of interests that can be brought 
from outdoor advertising regulation which may infringe citizens` property rights and 
freedom of speech; then, it retrieves some judgements about outdoor advertising 
regulation made by the U.S. Supreme Court; after that, it hackles these judgements, 
and summarizes the constitutionality of different strategies of outdoor advertising 
regulation; finally it summarizes the main factors that courts would consider when 















Chapter 4 discusses on what inspiration can we get from this lesson of American 
outdoor advertising regulation. On the one hand, it analyzes the problems exist in the 
management of the appearance of cities in our country, lesson of the USA inspired us 
to integrate the people`s views on the appearance of the cities through the legislative 
process, so that we can reach certain consensus; on the other hand, although there are 
more property rights issues in the regulation of outdoor advertisings in China, lesson 
of the USA still inspired us that government should try to balance between various 
different interests when it is protecting the appearance of cities and regulating outdoor 
advertisings. 
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